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OVERVIEW

Welcome to the PRCA FrontLine Survival Guide to Communication Materials. This guide has
been produced by your peers, who work on written PR materials every day, to give you advice
on how to produce the best collateral.

Like the other FrontLine Survival Guides, this guide is packed with hints and tips to make your
day-to-day life in PR consultancy that little bit easier, and help you do an even better job for
your clients.

Great corporate writing is a real skill, and writing and producing effective communication
materials should be viewed as a crucial element of your role as PR consultant. This guide
covers all the essential basics, with topics from corporate brochures to media materials, and
website copy to newsletters.

So whether you are working on a campaign about ironing or iPods, Government or gardens,
this guide will give you a flying start in producing high-quality PR materials for your clients.

© Public Relations Consultants Association 2004. All material is copyright and may not be reproduced in whole or in part
prCO for any purpose nor used for any form of advertising or promotion without the written permission of the publishers. While

every effort has been made to ensure that the information in this book is correct, no liability can be accepted for any loss > c h a pte r 1 We bsite co nte nt

incurred in any way whatsoever by any person relying solely on the information contained herein.



Chapter 1: Website content

Nine times out of ten, if a journalist or potential employee, investor or
customer or wants some information about a company or
organisation, the first thing they will do is have a look at the corporate
website. If the information required is unavailable, unclear or obsolete
then all it takes is a few clicks and they are on to the next company,
and your client will have lost an opportunity to communicate. The lost
contact may even have a negative impression of the company as a
result.

An effective and informative website is a critical communications tool.
It's the cyber-face of an organisation, and a promotional tool that can
reach millions of people around the world every minute of every day.
As such, the content of the website is often the responsibility of the
client’s PR team.

A successful website has many attributes, and every aspect of design,
structure and layout, navigation and content needs to be carefully
considered. So how do you go about making sure your client's website
is not the weakest link?

Keep it short

The piece of advice most frequently offered to first time web
copywriters is to keep things concise. Web usability guru Jakob
Nielsen claims that most people only skim read web pages and just
11% of people will actually read a whole web page word for word to
the end. Remember: you are working within the limitations of a
medium where users’ eyes are flicking rapidly across the screen while
their index fingers are tensed over the mouse button. Catch them
quickly or they're gone!

Play your part

A website writer is often asked to slot text into a structure that has
already been created by designers. Too many aesthetically-rich, well-
structured websites end up with nothing interesting to say. Successful
web writers make it their business to have some input into the
development of the website alongside other specialists, to ensure the
content doesn’t lose impact or usefulness by just being tacked on at
the end. You'll also need a clear picture of the main audiences, what
they might want to know, and how they are likely to use the website.

Start with the end in mind

It can be useful to compare web writing to screenwriting, where
narrative and argument are primary. Scriptwriters typically begin with
an overall conception of how their ‘story’ will be experienced and work
on the structure, plot points and flow before elaborating the dialogue.
Similarly, web writers need to have a clear mental picture of the
template that they are writing into and the wider architecture of the
website.

Make it count

Web copywriters need to make every word count. The rise of digital
communications means people are faced with more media but no
more time to absorb it, and most deal with this by skimming. In general
this means that they are inclined to be less settled in reading a website
than if their attention was focused on a book or magazine.

There are other constraints to consider. Online readers tend to choose
their own starting point for their experience of a website, and research has
found that 50% of internet users go straight to the search tool on arrival
at a website. They might be looking for one particular piece of information,
or they may simply prefer the search tool to the website’s own navigation.
In general, users will have a set of objectives involving tasks to complete
and information to locate.

But don't forget that they are also readers and that the written word
remains one of the most effective ways of expressing the marketing and
communication strategies of any organisation. In tandem with design,
web copy needs to contribute to creating a favourable impression,
establishing credibility, fostering understanding and managing audience
expectations.

Choose your words carefully

The web writer or editor can also help to optimise the website’s listing with
search engines such as Google, and to ensure that the right pages come
up when a user enters a word or phrase into the site’s own search
function, by including relevant “keywords” in the copy. There is debate
over the usefulness of classification devices such as “metatags” which
can be seen by search engines but not by readers. Speak to your website
developer for the latest advice on how to make the copy you write
contribute to the success of the website.

Evolution

Remember that online copy and website structures can and should be
changed and updated — a website can be so much more than simply an
online brochure. The job of the web copywriter or editor is usually not
done when the copy goes live.
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Top tips
Put yourself in the shoes of the most likely readers of your copy.
What do they want to know and how will they use the site?
Make sure the copy has a clear and consistent style and tone.

Remember that most web readers scan text so try to work with them - keep
paragraphs short and use bold fonts or bullets where possible or appropriate.

As a rule of thumb, online copy should be about half as long as offline
equivalents.

Put the most important information at the top of each page, and make key
points further in easy to locate. Relegate supporting information to secondary
pages.

Avoid unusual or confusing terminology or jargon except where appropriate.
Expert readers will not be insulted by clarity.

Always avoid simply reusing copy written for other media.

Use an objective writing style to increase the credibility of your text. The
reader’s trust is quickly lost if you use exaggerated claims or boastful language.
Web users are busy and want to get the straight facts.

Update pages regularly to reflect key changes. Statistics, numbers, and
examples all need to be up to date or credibility will suffer.

Make action easy, effectively using hyperlinks and phrases such as
Click here to subscribe; Email us!; Post your reply

>chapter2 Newsletters




Chapter 2: Newsletters

Newsletters are an effective method of communicating with internal
and external audiences, and can be a valuable PR tool. They are an
opportunity to regularly share important information such as relevant
product and company development direct with target audiences.

Getting started

Whether you are writing an internal or external newsletter, there are
some key questions to consider before getting started:

Who do you want to communicate with?
What do you want them to hear?
How do you know they’re interested?

What's the best medium and format for your audience and
your message?

How will you measure the success of the publication?

How often will the newsletter be sent out? Be realistic about
how long each issue will take to put together, how much it will
cost, and the time you can commit to this element of the
client’'s communication programme. It's better to send out a
regular quarterly newsletter than a “monthly” newsletter than
is never ready on time.

Internal newsletters

Many companies use a staff newsletter as an effective way of ensuring
that everyone knows about company news and developments,
particularly if the company is large and spread over a number of sites.
The topics covered in internal newsletters can be varied, from
information on company profits and staff changes, to birth
announcements, but whatever the content, it should always engage
readers: there’s no point in sending out a newsletter that no-one reads.

Whether you have inherited an existing internal newsletter or are
starting one afresh, there are some key points to consider:

B Ensure the newsletter really does go to everyone in the business.
No one likes to be left out and people who aren’t included on the
circulation will feel disenfranchised, which is the opposite aim of
the newsletter.

B Make sure that if there is bad news to communicate, the newsletter
also has a good balance of neutral or positive announcements.
However, don't try to bury or downplay bad news within the
newsletter.

B Be careful to represent all areas of the business. You're likely to
know most about the activities and achievements of your client's
marketing and communications department, but make sure news
from other departments and people at all levels of the company is
also well reported.

External newsletters

External newsletters are becoming more and more popular and can be
as elaborate as glossy customer magazines, or as simple as a two-
page leaflet. The main difference between external and internal
newsletters is that external audiences may have no prior knowledge of
the client company, products or services, so the editorial will need to
explain without patronising.

Key points to remember:

B Design is imperative. Use eye catching colours, especially if
you are expecting consumers to pick it up.

W Steer clear of using any form of jargon or acronyms: don’t
assume readers will know what they mean.

B Mix longer features with shorter news bites. Some readers
will not be engaged enough to read pages of content but will
pick up on short articles they can digest quickly in a spare
moment.

B Try to avoid overloading the newsletter with salesy client
references. Readers are more likely to read the newsletter if
they don’t feel they are being sold to, and the writing will feel
much less forced.

Saving time and money

The most cost-effective way of producing and distributing a newsletter
to an internal or external audience is to send it out as a well-designed
email. However, if the newsletter will be published as hard copy you
can either commission an external contract publishing agency to
design, write and print it, or do the work yourself.

Farming the newsletter out can be expensive, and once you have
added agency mark up, may price the initiative out of your budget, but
there are ways of producing a great printed newsletter without a
stratospheric budget:

B Write the articles yourself, or encourage people from within
the client organisation to contribute stories and pictures.
This is particularly effective in internal newsletters.

B Ask your client if there is someone internally with the
experience and time to do the design work. This has the
added advantage of ensuring the publication sticks to
corporate style guidelines, as well as being less expensive
than using an external designer.

B Negotiate your print costs. The initial quote from a printer is
rarely their best price and it pays to negotiate. If the design is
flexible, you may be able to cut costs by using different paper
stock or sizes, keeping the number of colours to a minimum,
or committing to using the same printer for a set number of
issues of the newsletter.
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Chapter 3: Presentations

Presentations are used to communicate information to a specific
audience in a consise and effective manner, whether at new business
pitches, client status meetings, conferences or award ceremonies.
There are a number of factors that will help you make successful
presentations.

Presentations are a vital component of PR. They allow agencies and
their clients to deliver key messages to potential and existing
customers, employees, and other stakeholders. A great presentation
is an effective blend of creativity, to keep the audience interested and
engaged, and a clear focus on the key messages to be delivered.

There are many ways to make a presentation. The three most
common, used alone or in combination, are:

PowerPoint and overhead projectors

lllustrative boards and other visual tools

Using prompt cards

PowerPoint

PowerPoint is an easy way of making a presentation, as you can enter
all your information, including graphics and pictures, directly into the
document. A good PowerPoint presentation does take time and
thought, however, and it is considered by some to be an overused
medium, so consider carefully whether it is really the most effective
way of communicating in each case.

If you decide to use PowerPoint or another slide-based system such
as an overhead projector, keep written content to a minimum. Each

slide should have only a very limited number of bullet points to ensure
the audience can digest the information, and are not distracted from
what you are saying. PowerPoint should support and illustrate your
spoken presentation with the main points, rather than you reading out
the slides word-for-word. Remember that it's still you doing the
presentation, not the software.

Illustrative boards

Images and photography can help your audience understand your
presentation in a very emotive way. If, for example, your presentation
subject is health, an image of a clogged artery will have a stronger
impact than just talking, as it brings the subject to life. Boards and
images are an excellent way to present information and create some
theatre. New business pitches can have real impact and the required
“wow” factor if boards are used to demonstrate creative ideas.

Examples of your work for credentials, meetings or new business
pitches will often require boards that illustrate your past success.
Press cuttings formatted in a montage style are a good way of
showing you have experience and knowledge.

Prompt cards

Prompt cards with notes about the main points of your presentation
are often used when you won't be using visual aids. They act as a
reminder for those who prefer to speak off the cuff and share
anecdotes, and are useful to remind you of your presentation even
when you are using PowerPoint. Note that presentations without
visual aids rely on extremely effective delivery, and the personality,
skill, and charisma of the speaker.

Putting pen to paper

Prepare the structure of your presentation as carefully as you would a
written document. Think about what you want to deliver to your
audience: what are your objectives and key messages, and how can
you best present them? However you decide to deliver the
presentation, you will need to know exactly what you want to say.

Roughly sketch out the structure of the presentation, including
everything you think is required. Review this first draft and remove
anything irrelevant or superfluous, and start to flesh out the main points.
Check the presentation flows smoothly. Always ask for help if you're
unsure about the structure or content, to avoid wasting time.

Like the back of your hand

Never read word-for-word from a script - chances are you'll lose your
place, and pace. Revise and practice your presentation until you know
it inside out. The best presentations come from the heart: you need to
understand and believe the information you deliver.

If you think that you will forget important information, prepare cue cards
with have key words and phrases to prompt you, and number them so
you can make sure you deliver points in the right order.

Always set a time limit on your presentation, and rehearse your
presentation to yourself first, and then in front of colleagues. If the
presentation will be given by more than one person, make sure you all
know who will be delivering which part. Rehearsals give you the
opportunity to put right any problems, and consider how the words and
visual aids work together.

Lights, camera, action

When the day of your presentation arrives, stay calm. Whoever you are
presenting to, don’t forget to greet the audience and introduce yourself.
You then need to follow this simple formula to make sure the key points
of your presentation get through:

m Tell the audience what you are going to tell them

Then tell them

B Then at the end of the presentation summarise
what you have told them

Watching the clock

If there is a time limit on your presentation, stick to it. It is always better
to be concise and finish slightly early than over run. Stick to your
presentation plan and don't be tempted to digress, or you will eat into
valuable time when you could be getting your messages across.

Leave a few minutes at the end of the presentation open for questions.
If questions are slow in coming, you can start the ball rolling by posing
a question to the audience, so have one prepared.
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Top tips

Engage with your audience, and keep your enthusiasm and energy up
throughout the presentation. After all that hard work, you have just a
few minutes to ensure you are listened to and understood.

Be yourself. You will sound better if you're relaxed and passionate
about your subject.

Relax. Take deep breaths from the diaphragm to conquer last minute
nerves. If the room is small and you're presenting to just a few
people, keep your tone at a normal level.

If the room is large with a larger audience, project your voice so that
you sound clear and confident, and check people can hear you at the
back.

Don’t look at your slides or visuals - keep facing the audience.
Stand up if possible.

Don’t rush your presentation, or talk too slowly: keep things at a
natural pace.

Pause at all your key points as this has an effect of emphasising their
importance. Try not to focus on one person as it can become
intimidating. Instead, pitch your presentation to the back of the
audience especially in larger rooms.

Finally, enjoy yourself. The audience will be on your side and want to
hear what you have to say.
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Chapter 4: Press releases

When PR professionals start their career, a press or news release is
often the first piece of media material they are asked to draft. It is also
one of the most important written documents in PR to get right. The
facts and messaging must be accurate, the tone must be appropriate
for the recipient, and the content must be compelling and relevant for
the target publication.

The key to writing a good press release is clarity of thought: clear
thinking leads to clear writing. Unclear briefs and mountains of
messaging can cause confusion — it's easy to get so tangled in the
minutiae that you forget to think about the bigger picture. Ask yourself:
what is the news story? Who is the target audience? Why will
customers be interested in the new product? Ignore marketing fluff
and think about the news and customer benefits.

Ideally, press releases will be tailored for different audiences, such as
if it is based on news or research which has particular interest or a
different angle for different regions or industry sectors.

Press releases should provide journalists and their readers or viewers
with real, current news. Journalists are busy so they should be kept
short: preferably one side of A4, and a maximum of two sides.

Although in the majority of cases press releases are used as the
starting point for a story rather than being printed verbatim, approach
the writing of the press release as if it is a story in the target
publication. Cover “who, what, where when and why” in the first
paragraph. Make sure the most important information — the news — is
at the top of the release, with more details in subsequent paragraphs.

Journalists receive hundreds of press releases every week. If they're
not interested in the headline and first paragraph, they won't read any
further. Make their job easy by making it clear why this is an
interesting, important, or relevant story for their audience.

Press releases may be sent out as hard copy or emailed. Whatever
the distribution mechanism, the same high standards should apply.

How to write a good pitch note

When emailing a press release to a journalist, paste the text into the
body of the email and write a clear, explanatory description into the
subject line. Journalists often comment that subject lines should be
straightforward: you may intend the subject line to be intriguing, but
they may see it as vague and simply delete it without reading the
email.

Introduce the press release with a very brief, convincing pitch note.
This should outline the news hook for the journalist's particular area of
interest and summarise the news in one line, to encourage them to
read on. If relevant, refer to articles on related subjects written by the
journalist to show why you think they will be interested in your news.

Press release checklist
| Does the structure follow the one you planned?
[ Is the key news contained in the first paragraph?
[1 Is the release factually correct? Check dates, prices, names,
product features etc etc
| Is the format consistent with your client’s style and their company
guidelines and branding guidelines for products?

[1 Is the release succinct or is there any superfluous information
which could be trimmed down?
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Chapter 5: Other media materials

Press releases are not the only communications materials that will be
used by journalists. All media communication, from press releases to
backgrounders and opinion pieces, must be of clear, succinct,
compelling and accurate.

Email alerts

An email alert is an short, informal update for journalists and editors
who you or your client know well. They should be issued sparingly, and
are generally used when you want to keep your contact news which is
of interest but perhaps not substantial enough to warrant a press
release. Offer an interview with an available spokesperson in case the
journalist is interested in following up.

Photo calls

A photo call alerting a newspaper picture desk to a photo opportunity
is brief and to the point, covering “who, what, where, when and why”
and the relevant contact details, including the PR professional’s
mobile if they will be at the location of the photo opportunity in
advance.

Photo captions
Captions should be restricted to no more than two concise sentences
that include all the relevant information. Try to anticipate what a
newspaper editor or reader will need to know. When you send photos
to your target media, it is useful to follow the Associated Press photo
caption formula:

B The first sentence of the caption describes what the photograph
shows. It is written in the present tense and states where and
when the image was taken.

B The second sentence of the caption gives the background on the
news event or describes why the photograph is significant.

Fact sheet

A fact sheet is usually a one-page document with bulleted key points
about a company, solution, product, service or initiative. It states the
facts in clear, simple terms and does not include marketing or sales
language — it is not a promotional tool. A fact sheet is generally used
as a “cheat sheet” of crucial information for journalists or industry
analysts. It is often used to support a news release with more detail.

White paper

A white paper may be drafted if the technical elements or market
background of an announcement are particularly interesting or new. It
is longer than a press release with more detailed and more technical
information and usually contains input from a technical expert, desk
research or independent market research for added credibility.

Backgrounder

A backgrounder contains background information on relevant market
trends and/or sector specific trends. It can be used, for example, to
complement multiple product announcements by explain the
positioning of products and product families, and linking customer
benefits and features. Backgrounders are often substantiated by
internal research.

By-lined articles and opinion pieces

You may be asked to draft articles and opinion pieces with the name
of a senior client executive attached as the by-line. These help to
position your client as thought-leaders in their sector or industry, or on
a particular topic. By-lined articles focus on themes on the media
agenda or hot topics in your client’s industry. They are not company or
product focused, as they are opportunities to the author as a leader in
his or her field rather than to directly promote the brand. They are
written for a specific publication, and are ready to print. The same
principles apply to letters for publication written on behalf of your client
in response to what's going on in the news.
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Chapter 6: Corporate brochures

A corporate brochure communicates your client’s strengths,
qualities, and brand. It is an important document, as it is often the
first contact the reader has with that company or organisation.

The brief

The first step in developing a corporate brochure is getting a detailed
brief from the client. This should establish the main purpose of the
brochure, and its key audiences. A corporate brochure may introduce
the company to a wide variety of audiences, such as existing and
potential customers; shareholders and investors; partners; and current
and potential employees.

Producing an effective brochure and getting the look and feel right is
down to clarifying exactly what your client wants to achieve, who they
want to reach, what they want those audiences to know, and what they
want readers to do after reading the brochure.

It is also a good idea at this early stage to agree the procedure for
getting the copy and proofs of the brochure signed off. This can take
some time, depending on who needs to read and approve the copy.
It's a good idea to create a project timeline and share this with your
client to ensure it accurately reflects the time needed for each stage of
the project, from copywriting to sign off.

The structure

Once you have a clear brief and know who will be reading the
brochure, you can start to develop the structure. Broadly, what topics
will be covered by the brochure, and how will they be arranged into
sections? A logical and cohesive structure works with the content to
encourage people to keep reading, and encourages them to take

action rather than putting the brochure to one side or throwing it away.
A strong introduction gives readers a sense of the journey they are
about to take. This might be a generic introduction to the brochure, or
a message from the chief executive highlighting the values and
personality of the company.

A contents page can guide readers through longer documents,
although this depends on the nature of the brochure: you will need to
assess whether this is necessary and adds value, or is likely to be
ignored.

One way to judge whether the flow of sections and subsections works
is by developing the structure of the brochure based on what you
would expect to read next. If you are unsure, test the draft structure
out on a colleague.

No brochure should be produced for the sake of having one, so
corporate brochures end with a call to action. After reading it, the
target audiences should be compelled to do something: potential
customers and partners should want to hear more about buying from
or working with the company, and potential employees should feel
compelled to call the HR department.

Contact details, including how to get more information online or
through the post, must be included at the back of the brochure for
maximum impact.

The design

A brochure needs to have an immediate impact, so the way it looks is
an important factor in its success. Remember that design and content
work together: the most beautifully-written brochure in the world might
not be read if it doesn’t look appealing.

The design process begins with briefing the designer and giving them
as much information as possible. Based on your brief, the designer will
come up with ideas for the overall look and feel of the brochure, and
may come up with several visual themes to give you a choice. Involve
the clients at this stage, although you might like to recommend one
particular design.

Keep the following checklist in mind when designing the
brochure:

B Does it adhere to your client’s corporate identity guidelines
(colours, position of the logo etc)?

B [sitin line with the company’s other marketing documents? If not,
is the client happy for it to look different?

B Does the design punctuate the copy with strong graphics and
photography?

B Does it use devices such as drop down or pull quotes and
highlighting to make the copy easier to read?

m [f it will need to be updated, for instance by enclosing  current
product data sheets, does the format allow for this with a folder on
the back page?

B |s it a size that can be easily stored and printed, such as a PDF
from the company website?

B Does the design stand out?

B Does it meet the brief?

The content

The words in the corporate brochure might come from various sources,
including previously written materials, the company website, and
interviews with executives. A combination of these may help you collate
content before you start writing, although you may need to start from
scratch and develop the written content from fresh interviews.

If this is the case, do not be afraid to ask as many questions as
necessary so you are sure you have the right information and
messages. Bear in mind that while you may be familiar with the
company, the brochure will be read by people who are not, so don’t
assume anything. Remember, the only stupid question is the one you
don’t ask.

The content will be informed by the messages the company wants to
communicate, Does it want to be seen as a global leader or a local
specialist; a long-established institution or a fast-moving company of
the future?

A combination of several attributes will usually form the key messages
that should be included. Key messages are never empty statements:
they must always be backed up by strong statistics and facts.

Here are some examples of key messages and the evidence to back them up:

B “We are a global market leader”: We are the largest producer of
widgets in the world, according to research by Intelligence Ltd.

B “We change people’s lives” We have developed eight new
medicines in the last three years, which are treating illnesses
around the world.

B “We care about the environment”: We spend £1 million a year on
researching ways to make our activities more environmentally
friendly.
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Copywriting

The most stunning-looking brochure should deliver what it
promises, with fantastic copy. Without effective writing, the initial
impact will fade quickly, and the brochure will fail to hold the
reader’s attention, let alone prompt them to take the action the
company desires. There are nine steps to great brochure copy:

1. Expand the brief. The more you know, the better you're prepared,
and research time is never wasted. Read other company literature.
Ask questions. Is this a brochure to be handed out to prospective
customers along with other paperwork? How practical, how detailed,
how informative does it need to be? How many words do they want?

2. Get the facts straight before the words. Write out everything that
you have to say. Notes, lists, random paragraphs, start anywhere, in
no particular order, without worrying about length or style. This helps
get the facts straight in your head. It's also easier to edit notes into
shape than to write perfect prose from scratch.

3. Rough out the contents page (if you're having one). This might be
easy: perhaps there are six divisions in the company, with a couple of
pages each, or ten product lines. If it isn’'t that straightforward, start
with the overview, then break the rest of the content into themes or
areas.

4. Start drafting. With a draft contents page and a very rough version
of the text, you can start drafting a clean version. This will be easier if
you imagine somebody in the target audience reading what you write.
Good prose reads as though it could be spoken, so try reading what
you write aloud.

5. Think in pictures. If your brochure is going to be illustrated, will the
pictures be big or small? Will there be lots of white space around the
words? Will the pictures be mugshots of directors, diagrams of
machines or big informal pictures of staff having fun at work? Talk to
the designer if you can, as short paragraphs and lots of headings
might suit the design better than longer blocks of text.

6. Make it specific, make it short. People are actually going to read
this brochure, so write to keep them interested. Tell them what they
want to know. Go into detail where necessary. Then stop. If you're still
short on the word count, don’t pad or waffle, but add something new.
Check you have communicated every point clearly and succinctly,
avoiding jargon, cliché, unexplained acronyms, and unnecessary
words.

7. Develop a sense of style. You might have guidelines on tone and
style in the brief, but if not, the brochure will need to reflect the
corporate “personality”. Does your client like to communicate in a
formal and businesslike way, or using more informal and chatty
language?

8. Check for essentials. You have put in the contact details, haven't
you? Is everything, including names, spelled correctly? Are all the
figures and statistics accurate?

9. Remember, it's a draft until everyone likes it. There's always
somebody who wants to change something. Let everybody have their
say before you commit yourself to a final version to take to the client.

Approval, design and print

Once the copy has been written it needs to be proofed by at least
one other person before being sent to the client for approval. Save
the copy in a Word document as designers find it easy to flow text
in this format into their templates.

When the design team have worked their magic, send a PDF of
the design, including the words, to the client for approval. Once
they approve the design the printers can get to work.

Next steps

Producing corporate brochures is an ongoing process, so an effort
should be made to get feedback on the brochure to inform the
production of future brochures. This can be done informally
through a focus group of colleagues or the company’s employees,
or through a formal, commissioned competitor audit.

Brochures need to be kept up to date and reflect changes within
the company, the industry, and legislation. You can include a folder
at the back of the brochure for frequently-changing information
such as product sheets or technical data, but you must ensure the
document as a whole is reviewed regularly to ensure it is still
relevant.
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This flowchart shows the steps to take in producing a corporate brochure:
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Chapter 7: Briefing advertising designers

In your role as a PR professional, you may need to brief designers or
advertising creative teams to produce marketing collateral. The brief is
in itself a piece of communications material, and is the most important
piece of information issued by a client or PR practitioner to a creative
team.

There’s no point having great-looking ads if they are aimed at the
wrong audience, but without a proper brief, creatives will do their own
thing. This is an expensive way of working, which wastes time and
demoralises everybody. It's far better to write a brief to your designers
so the creative is right first time. A good written brief always leads to
better work, and saves time and money.

Time pressures are often cited as one of the main reasons for not
writing a proper brief, but a rushed brief will more often than not need
to be reworked.

Everything flows from the brief, so it is essential that every effort is
taken to give clear, precise details of what is required. The better a
company’s corporate or brand position is defined in the brief, and the
more thoughtfully key business issues are described, the more likely it
is that strategic and creative thinkers in design and advertising
agencies will be able to apply their specialist skills to produce great
results.

Top tips

Golley Slater Advertising managing director Simon Parker says the
key to developing an effective briefing is clarity and focus: “You must
provide the context and then articulate what it is you are trying to
achieve within this framework.”

He suggests you ask the following questions to construct a successful
advertising brief:

B What are the client's commercial objectives? To increase sales or
market share? To build distribution, or improve margins?

What is the market like at the moment and how does the client's
brand perform within it?

What are the characteristics of the brand?

How is the brand competitively superior?

What are the advertising objectives?

Who is the target audience for the advertising?
What do we want to say to them?

Why should they believe this?

In what manner should we talk to them?

How will the campaign be measured and evaluated?

What is the timescale/deadline?

What is the budget?

“This brief should be discussed thoroughly with the client before putting pen to
paper,” says Simon. “The art of an advertising client manager is to interpret the
verbal brief into a simple, concise document which articulates the objectives and
goals of the client. Once the brief has been approved by the client, the creative
team can consult it throughout the creative process. Prepare your brief as
thoroughly as possible to minimise the chance of omitting something that might
prove costly further down the line. Going through the process of writing your brief
will help you to clarify the project in your own mind.”
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Chapter 8: Proofing and approval

Once you've done the hard work of writing a good clean draft of any
communications material on behalf of a client, you'll need to make
absolutely sure it's as good as it can be before it goes to your client,
let alone being sent out to the wider world. A good editing, proofing
and approval process will ensure that your written materials are as
well-written, accurate and effective as they possibly can be.

At Hill & Knowlton, for example, client HP has a dedicated editing team
which checks all HP media materials before they are approved. One
member of the editing team, Emily Armanetti, reveals what she looks
for:

®  Active language makes content much more compelling than
passive language — whenever possible, use an active voice.

®  Get to the point and avoid repetition — make sure each word
adds something.

®  Short, punchy sentences have greater impact.

® Remember your audience and avoid corporate speak and
marketing fluff.

®  Sometimes when proofing, it helps to read backwards — this
focuses your concentration and helps you spot errors.

If you don't have a dedicated editing team, ask one of your colleagues
to proof read your draft press release or other communications
material. Then work with a senior team member to secure internal
sign-off before sending the document to the client for approval.

Bear in mind that approval might take time. The document may also
need to go to product managers, regional marketing leads, regional
PR leads, any person or organisation quoted in the release and
corporate and legal departments before it is signed off.

Make sure the final draft is clean

Using the tracked changes function of Word can be very useful during
the approval process of a document such as a press release or an
opinion piece. It is crucial, however, that when a document will be
distributed electronically rather than as hard copy, that the final
emailed version does not contain any hidden and potentially sensitive
changes.

To ensure final versions of communications documents are completely
clean, click on “accept all changes” and “reject all changes”. Then go
to “File” and click on “Properties” to check what information this
contains: it's possible that the document originally had a working title
which you would not want a journalist or anyone else outside the
organisation to see. This information can be deleted, but even then a
document can contain hidden “meta data”. If lots of changes have
been made to a document, especially if any are sensitive, all the
information should be cut and pasted into a new document.
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Chapter 9: Case Study

Consultancy: Brave PR
Client: SPAR
Communications material: Presentation

Background

SPAR is the largest local store group in the UK, with over 2,800 stores
from Scotland to Cornwall and across Northern Ireland. Six regional
SPAR Distribution Companies supply retailers with products and
services, while the SPAR Central Office negotiates and provides
marketing and buying solutions. SPAR provides everything that
retailers need while allowing them to remain completely independent.

Brave PR created a presentation designed for new SPAR brand and
marketing executives to welcome them to the world of PR and explain
its role in the marketing mix.

Action

The team designed a presentation covering the following areas:

® The power of PR

How consumers absorb information
The media; Pictures and images
The PR mission: PR techniques

PR vs Advertising

A day in the life of a consumer

PR needs and briefs

lllustrative boards and a PowerPoint presentation were used for
maximum effect. The pace of the presentation was fast and it was
designed to take the audience on a journey where they could put
themselves in the shoes of the consumer.

During the session, the audience were given newspapers to read to
give them an understanding of PR-generated stories, and the
presentation was made relevant by using brand examples and recent
retail news stories.

The audience were asked about their media consumption before they
arrived, and this was presented back to them to illustrate the broad
range of media, and the diversity of readers, listeners and viewers.

After the marketing team understood the challenges faced by PR
professionals, the presentation ended by spelling out what the PR
team needed from the brand and marketing executives.

Results

Keeping the presentation short and interactive helped to deliver the
messages clearly and concisely.

The feedback was positive, and the SPAR team said they found the
presentation entertaining, engaging and informative. They left with a
greater sense of how PR worked, and the role of their PR consultancy
in the marketing mix.




NOTES:

ABOUT THE PRCA AND FRONTLINE

The Public Relations Consultants Association (PRCA)
is the UK trade body for the public relations consultancy
sector.

PRCA members represent around 70% of the UK
public relations consultancy market by fee income and
all members have to pass the PRCA independently
audited Consultancy Management Standard, a quality
mark of sound business practices, professional
management and strong creative capacity.

All our members are committed to recruiting, training
and developing talented graduates looking for a career
in public relations, which is why we have produced this
book.

This guide has been written by a dedicated team from
PRCA FrontLine, a group representing account
executives and account managers working in PRCA
member consultancies.

FrontLine represents and supports an estimated 3,000
employees, up to and including account manager level,
working at PRCA consultancies. It is an active and
dynamic forum and runs regular breakfast seminars as
well as social events such as the annual FrontLine
Awards Showcase, the only scheme of its kind to
reward junior talent in the industry.

Through FrontLine, the PRCA is enabling consultancies
to offer added value to individual members of staff at a
crucial time in their careers.

For more information on the PRCA or FrontLine please
visit www.prca.org.uk or www.prca.org.uk/frontline

FURTHER INFORMATION AND CONTACT DETAILS

When you start a career in public relations, organising
successful events for your clients will be a desired
skill. Proficient event managers will tell you that doing
a good job comes with experience, but while you are
gathering that experience we hope this guide has
provided you with some useful guidelines for
organising events with confidence, even in the early
stages of your career.

The guide was conceived as an insightful reference
work to help narrow the knowledge gap that can exist
between the new public relations practitioner and the
reality of executing successful events.

Future survival guides will cover more aspects of best
practice in public relations for new practitioners.
Please feel free to make any suggestions for future
guides by emailing the FrontLine Executive at
frontline@prca.org.uk

Remember, you are on the frontline of the public
relations industry, and the PRCA FrontLine Executive
is there to represent your interests and views.

The FrontLine website - www.prca.org.uk/frontline -
contains a wealth of useful information to help you on
your way to becoming a knowledgeable and
professional practitioner, including contact details of a
range of organisations that can help you with your
daily work in the fast and furious world of public
relations.

prcad®

Public Relations Consultants Association

For any information about FrontLine,
the PRCA or its business
affiliates, please contact the PRCA:

Public Relations Consultants
Association

Willow House

Willow Place

London

SWI1P 1JH

Tel. 020 7233 6026
Fax 020 7828 4797

www.prca.org.uk
www.prca.org.uk/frontline
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